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Rough Proofs 


A newspaper man who used to be 
an agency copy-writer says it was 
like riding a merry-go-round in an 
insane asylum. Maybe that was why 
he found it so hard to stick on. 


7» ¢ 2 


Mrs. Florenz Ziegfeld admits that 
she’s 39 and with the aid of Lux 
is still laughing at birthdays. In 
spite of this boost for 39, however, 
Mr. Ziegfeld continues to glorify 19. 


, = 


Instead of expanding, Montgomery 
Ward & Co. have eliminated their 
medical service department. A lot 
of people were hoping that the next 
development would be a mail-order 
dental department. 


> 2 


In spite of Bill Hay’s urge to “see 
your dentist twice a year,” the aver- 
age man would rather see his dentist 
wielding a driver than a drill. 


, FF 


The most popular story going the 
rounds of the advertising conven- 
tions is this one: 


Abe: How’s business? 
Moe: Fine—I’m 20 per cent ahead 
of next year. 


,  F 


House-to-house sales will be the 
basis of radio tube merchandising 
during the summer, ADVERTISING AGE 
reports. Fine—this will give the 
boys working their way through 
college a vacation from magazine 
subscriptions and aluminumware. 


- FF 


A couple of chain-store magnates 
have proposed a bill to maintain 
minimum resale prices. Is the lion 
finally about to lie down with the 
lamb? 

vy v 


After listening to President Hoover, 
the Senate went ahead and turned 
down the manufacturers’ sales tax, 
but of course they couldn’t have 
read those A. N. A. resolutions. 


7, 


The more Mr. Seabury digs into 
Jimmy Walker’s affairs, the more 
popular Jimmy seems to grow. If 
the investigation continues much 
longer, the Democrats will probably 
nominate him for President. 


7 F F 


“The box sells the taleum powder 
and the body the car.” 
And the bathing-suit the girl? 


, FF Ff 


A new recording lock “serves as 
a time-clock for employes, provides 
burglary protection, records hourly 
inspections by watchmen, and can- 
not be picked.” 

This may be just what politicians 
have been needing for use on their 
tin-boxes. 

~~ VT 


The oil companies seem to have 
agreed that they would be all right 
if they hadn’t established so many 
filling-stations. It’s too bad Gov. 
Murray can’t correct this condition 
by calling out the militia. 


. 2 7 


Some advertiser interested in the 
bakery business ought to sponsor the 
Chicago White Sox, now that they 
have the Caraway-Seeds combina- 
tion working. 

Copy Cus. 


MILK INDUSTRY 
GIVES SUPPORT 
TO NEW DRINK 


Toddy, Inc., to Use Radio, 
Newspapers 


New York, June 3.—Toddy, Ince., 
maker of a malt product to be mixed 
with milk as a food drink, is secur- 
ing the active support of the milk 
industry on the strength of a spot 
radio program using the slogan, 
“Drink More Milk.” Toddy, Inc., is 
a unit of Grocery Store Products, 
Ine. ’ 


The transcriptions will be an- 
nounced as sponsored by the local 
milk company and Toddy, Ine. The 
latter will also use newspapers in 
the campaign, which will reach its 
full stride in September. 

While grocery stores will provide 
distribution for Toddy, milk com- 
panies will co-operate vigorously in 
its promotion and sampling. Paper 
collars extolling the merits of Toddy 
will be placed on milk bottles. Where 
union rules permit, drivers will dis- 
tribute samples of Toddy. 

The radio transcriptions will fea- 
ture talks by prominent women em- 
phasizing the importance of milk in 
the diet of both children and adults, 
with emphasis on the body-building 
qualities of the new drink. A chil- 
dren’s orchestra is also used. Toddy 
Inc., has contracted for broadcasts in 
31 cities, through Gotham Advertis- 
ing Co., with others to be added. 

A kitchen drink-mixer, to sell for 
one cent in combination with Toddy, 
is expected to prove a potent factor 
in popularizing the beverage. 

Several of the personalities who 
will be heard in Toddy broadcasts 
spoke via electrical transcription at 
a milk promotion luncheon spon- 
sored by Toddy, Inec., at the Wal- 
dorf-Astoria. 

Introduced by C. Houston Goudiss, 
editor of Forecast, the speaker in- 
cluded Mrs. John F. Sippel, of Bal- 
timore, president of the General 
Federation of Women’s Clubs; Mrs. 
Alexander Kohut, director, American 
Women’s Association and president 
of the World Congress of Jewish 
Women and other notables. 


HENRY FORD 
ON UNEMPLOYMENT 


I HAVE always had to work, whether any one hired 
me-or not. For the first forty years of my life, I 
was an employe. When not employed by others, I em- 
ployed myself. I found very early that being out of 
hire was not necessarily being out of work. The first 
means that your employer has not found something 
for you to do; the second means that you are waiting 
until he does. 

We nowadays think of work as something that 
others find for us to do, cail us to do, and pay us to do. 
No doubt our industrial growth is largely responsible 
for that. We have accustomed men to think of work 
that way. 

In my own case, I was able *~ fed work for others 
as well as myself “ 
ven me 


Lng 


Our own theory of helping people has been in oper- 
ation for some years. We used to discuss it years age 
—when no one could be persuaded to listen. Those 
who asked public attention to these matters wete 
ridiculed by the very people who now cal! most loudly 
for some one to do something. 

Our own work involves the usual emergency relief, 
hospitalization, adjustment of debt, with this addi- 
tion—we help people to alter their affairs in com- 
mon-sense accordance with changed conditions, and 
we have an understanding that all help received should 
be repaid in reasonable amounts in better times. Many 
families were not so badly off as thev + 
needed guidance in the manave- 
and opportunities. 4 


Ford Campaign for 


Return to 


Soil Will 


Run in Many Media 


Detroit, Mich. June 3.—Henry 
Ford’s plea for economic salvation 
through a return to the soil, sounded 
in 840-line copy in 117 selected news- 
papers Monday, Wednesday and Fri- 
day this week, is the forerunner of 
similar copy to appear in three in- 
sertions in Literary Digest, Time 
and an extensive list of state farm 
weeklies, officials at Dearborn told 
ADVERTISING AGE. 

Publication of Mr. Ford’s striking 
and  thought-provoking economic 
philosophy, calling upon both em- 
ployed and unemployed to “return 
to the land,’ was decided upon sud- 
denly, and rush action was necessary 
to make deadlines before the close 
of the planting season. 

This late decision explains de- 
parture from the traditional Ford 
policy of using simultaneously almost 
all the dailies in the country. 


First of Kind 

Farm and magazine 
reiterate the Dearborn sage’s dis- 
tinction between “routine charity” 
and charity that Mr. Ford calls 
“real.” It will expound Mr. Ford’s 
conception that men have to help 
themselves while they help one an- 
other. 

The campaign, placed by N. W. 
Ayer & Son, excited intense interest 
both among the public and adver- 
tising men as the first of its kind 


copy will 


Last Minute News Flashes 


Combine to Sell Advertising in Comics 

New York, June 3.—The National Newspaper Group has been formed 
to sell advertising in the comic sections of newspapers with combined 
circulations of more than 5,000,000. A single order and one piece of copy, 
except for New York, will cover insertions in all papers. 

Among members are the New York News, Boston Globe, Philadelphia 
Inquirer, Baltimore Sun, Washington Star, Buffalo Times, Pittsburgh Press, 
Cleveland Plain Dealer, Detroit News, Chicago Tribune and St. Louis 


Globe-Democrat. 


Steele Is Standard Oil Advertising Manager 


Chicago, June 3.—A. N. Steele, who has been general sales manager 
of the Trane Co., La Crosse, Wis., has been appointed advertising man- 


ager of Standard Oil Co. of Indiana. 


Norris H. Reed will be his assistant. 


Dreyfuss Quits United Advertising Agency 
New York, June 3.—Leonard Dreyfuss has resigned as chairman of 
the board and a director of United Advertising Agency to devote more 
time to Futura Publications, of which he has been elected president, suc- 


ceeding Kenneth D. McAlpin. 


ever run in this country. Some 
skeptics were inclined to consider 
it a clever advertising plan for the 
Ford motor car. 

Others, better acquainted with the 
motor magnate’s convictions, be- 
lieved it meant only what it said 
and that Mr. Ford spent $500,000 
to state his theories in his own 
words, without trusting to the inter- 
pretation of newspaper men, as “a 
contribution to public welfare.” 

The copy inspired a flood of edi- 
torial comment. 

The third and last piece in the 
series was particularly forceful. Mr. 
Ford not merely reiterated his con- 
viction that humanity needs to re- 
turn to Mother Earth, but he took a 
look into the future. 

“For a long time now I have be- 
lieved industry and agriculture are 
natural partners, and they should 
begin to recognize and practice this 
partnership,” he said in part. 

“The link is in Chemistry. I 
foresee the time when industry shall 
no longer denude the forests which 
require ‘generations to mature, nor 
use up the mines which were ages 
in the making, but shall draw its 
raw material largely from’ the 
annual produce of the fields. 

“The dinner table of the world is 
not a sufficient outlet for the farmer’s 
products; there must be found a 
wider market if agriculture is to be 
all it is competent to become. 


Predicts New Era 


“I am convinced that we shall be 
able to get out of yearly crops most 
of the basic materials we now get 
from forest and mine. When that 
day comes the farmer will not lack 
a market and the worker will not 
lack a job. More people will live in 
the country. The present unnatural 
condition will be naturally balanced 
again. 

“Our times are primitive. True 
progress is yet to come. The indus- 
trial age has scarcely dawned as 
yet; we see only its first crude be- 
ginning. 

“We are pioneers and pioneering 
has its hardships. This generation 
is composed of economic pilgrims, 
passing out of less desirable condi- 
tions into what we hope shall be 
more desirable ones. We are not 
going back, and false prosperity is 
not soon coming back. 

“We are going to renew our stake 
in the land; for the land is the 
foundation of the economic security 
which we seek.” 


RADIO STATIONS 
NOT PUBLISHERS’ 
BUT ‘PRINTERS? 


Radio Audience League Asks 
New Deal 


Chicago, June 3.—Presenting the 
unique argument that a radio sta- 
tion is merely a “printer,” and not 
a “publisher,” American Radio Audi- 
ence League has been formed at 59 
E. Madison St., Chicago. Harris K. 
Randall is executive director. Un- 
til recently, he conducted an agency 
devoted to radio advertising. The 
treasurer is Herbert Bebb, 29 S. 
LaSalle St., an attorney. 

The League, according to its pros- 
pectus, stands “for entrustment of 
the financially valuable broadcast 
channels to competent agents rep- 
resenting the audience, rather than 
to sellers of transmission.” 

“Regular members” are being so- 
licited at $1 per year, while con- 
tributing members are asked to pay 
“$5 or more.” 

A “provisional committee” is made 
up of such notables as E. W. Balduf, 
dean, Central Y. M. C. A. College; 
Carl Beecher, dean, School of Music, 
Northwestern University; Paul H. 
Douglas, professor of economics, 
University of Chicago; Florence C. 
Hanson, secretary-treasurer, Amer- 
ican Federation of Teachers; Gerson 
B. Levi, rabbi, Temple Isaiah-Israel; 
Austin G. Schmidt, dean, Graduate 
School, Loyola University, and oth- 
ers of the same calibre. 

The theory of the American Radio 
Audience League is that ownership 
of the air should be placed in the 
hands of public custodians, who 
would lease existing mechanical fa- 
cilities for transmission as required. 


Message to Advertisers 


The League disclaims any attack 
on advertisers with a special mes- 
sage directed to them. 

“Ever since radio became a major 
medium,” it says, “advertisers have 
been generally prevailed upon to re- 
gard it as somehow ‘published’ by 
the stations. Many advertising men 
seem to have accepted without much 
question the notion that listeners 
choose a station as they choose a 
magazine at a news-stand. 

“And yet you'll probably agree 
that the facts are otherwise. In any 
place where several stations come 
in satisfactorily, the average listener 
doesn’t say, ‘Now let’s see—what 
station shall we listen to tonight?’ 

“Why should he choose any one 
station, when he has the whole radio 
‘news-stand’ right around his dial? 
What he says, more likely, is ‘Let’s 
turn on the radio and see if we can 
get some good jazz.’ And the dial 
will come to rest wherever the 
sounds are most enticing—unless 
the newspaper listing has been con- 
sulted, in which case the station is 
turned to purely as one would turn 
to a page in a book. 

“Which means that in radio to- 
day, the station is not a ‘publisher,’ 
but more of a ‘printing shop.’ And 
do you expect printing houses to pre- 
sent you with rate cards based on 
‘reader popularity’? Or do you ex- 
pect them to estimate with sharp 
pencils on your specified require- 
ments? 

“A city newspaper may charge you 
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ten times the line rate of a small- 
town paper; the difference must pay 
for more newsprint, presses, motor 
trucks. But when one broadcaster 
charges you ten times as much as 
another for playing the same disc 
into the same kind of transmitter, 
where does the difference go? 


Where Money Goes 


“If the advertiser is to be asked 
to pay the full market value of oc- 
cupying for a half-hour a big-city 
radio station, the money should go 
to build up increased ‘reader-inter- 
est’ in the medium, instead of go- 
ing, as it does now, largely to keep 
in profitable operation the excess 
plant capacity of the broadcast 
transmission industry. 


“Perhaps your own industry is 
suffering from over-expansion of pro- 
ductive capacity. But does the Gov- 
ernment hand you a free license, in- 
suring you protection against too 
many price-cutting competitors? 
Probably not, if you are not in the 
broadcasting business!” 

The League argues that advertis- 
ers should have the right to buy 
transmission facilities in the open 
market. 

“Assume,” it continues, “that a 
station management has built up for 
itself a good will which enables it 
to add a generous charge to its 
hourly rate. If you were a dealer 
in tires or canned goods and should 
decide that your own good will were 
sufficient to sell good merchandise, 
you would have a perfect right and 
plenty of opportunity to buy private 
label or unbranded goods at a price 
with nothing added for the sup 
plier’s good will. 

“Or if you felt that a certain pa- 
per was charging too much for good 
will, you woulld be free to build 
your own list and cultivate it by 
direct mail. Similarly, if you feel 
that your radio program is attrac- 
tive enough to draw its own audi- 
ence if you can get it transmitted to 
the right markets, at favorable 
Points on the dial, why should you 
nave to pay any station for good will 
you don’t want? 

“The main substance of what a 
station sells you is transmission, on 


NEW SPORT TOGS 


SHIRT FABRIC 
\|COLLARGFRONT 


r. 
- 
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SINGLE 


This single garment, combining shirt 

and sweater, is being introduced to 

the furnishings trade as "Hollywood 
Sportswear." 


a channel, at a power level, in a 
market. And if because of the li- 
censed location—on the map and on 
the dial—the traffic will bear a price 
ten times as high, then you pay it 
or stay off the channel.” 


Berger Takes Helm 
of Oakland Club 


Philip R. Berger will take office 
July 1 as president of the Advertis- 
ing Club of Oakland. His adminis- 
tration includes: 

First vice-president, Royal Jumper; 
second vice-president, Guy Needham, 
and secretary-treasurer, John A. 
Dolan. 


Equitable Joins A. N. A. 


Equitable Life Assurance Society 
of the United States, New York, has 
become a member of the Association 
of National Advertisers, Inc., being 
represented by Arthur H. Reddall, 
assistant secretary and advertising 
manager. 


Dealers Honor Composer 


Merchants of Terre Haute, Ind., 
designated May 28 Paul Dresser day 
in commemoration of the composer 
of Indiana’s state song, “On the 
Banks of the Wabash.” A picture of 
the composer appeared in every 
store’s advertisement. 


subscription 


profitable one. 


3-000 Power Salesmen 
Help Sell 
Eleetrieal Equipment! 


Is there an idea in that for you? Manufacturers 
of many different products sold to industrial 
markets are pushing their sales analysis work 
beyond usual limits and finding that they have 
many natural allies who are willing—nay, even 
glad—to help on their selling jobs. 


A lead article in Class & Industrial Marketing 
for May reports the actual experiences of a 
number of manufacturers who have extended 
and intensified their sales coverage with but 
little added expense. Worth looking into? It is! 


Write for a sample copy of Class & Industrial 
Marketing, or better still, send $2 for a year’s 
(including your copy of The 
Market Data Book for 1932) so that future . 
articles like this on selling to specialized and in- 
dustrial markets won’t get past you. One good 
sales idea or one important piece of news out of 
it will easily make the investment a mighty 


Class & Industrial Marketing 
Published Monthly at 
537 South Dearborn St. 


Chicago 


‘PLEASE DONT 
OMIT FLOWERS,’ 
FLORISTS’ PLEA 


Take Space to Give Their 
Side of Story 


Greensboro, N. C., June 2.— The 
concern of florists over the growing 
tendency to include the _ phrase, 
“Please omit flowers” in funeral 
notices gave rise to an advertisement 
in the Greensboro Daily News, paid 
for by the local florists’ association. 

The frankness of the copy was un- 
usual, the introduction reading: 

“The floral business in this city 
supports 31 families, a total of ap- 
proximately 95 people. The future 
of these families is jeopardized be- 
cause, during a time of death, sur- 
vivors often make the _ request, 
‘Please omit flowers.’ 

“This request is becoming more 
frequent, and as it becomes more 
frequent florists are Wandering 
around, scratching their heads, 
wondering how they can exist... . 
because the bulk of a florist’s reve- 
nue comes from flowers sold during 
funerals. 

“We do not want the people of this 
city to feel we are trying to ‘high 
pressure’ them into buying flowers. 
This is not our purpose at all. We 
are merely trying to stay in busi- 
ness, and we ask your cooperation. 

“This is all we ask. If the de- 
ceased made a request in his will, 
or on his deathbed, that no flowers 
be sent to his funeral, we think the 
request should by all means be hon- 
ored. But we do not think the fam- 
ily of the deceased should make such 
a request merely to save money for 
the friends of the deceased.” 


Ends With Apology 


The advertisement pleads the right 
of friends to express themselves as 
they think fit. It concludes with an 
apology for frankness and the hope 
“you will help us stay in business.” 


the newspaper suggested several 
good copy slants, the following be- 
ing typical: 

“If one contemplating the hour 
and article of death decides that for 
any reason he does not wish flowers 
sent to add their beautiful, soundless 
voices to the mingling expression of 
sorrow and affection in which the 
circle of humanity that knew him 
join, and leaves such an expression 
as part of his last will and testa- 
ment, written or spoken, there is 
nothing to be said. 

“The wishes of the dead are to be 
respected, even though they may 
have been formulated at a time when 
the thinking processes had already 
begun to take on morbidity. Other- 
wise, it is always a privilege to some- 
body to be permitted to send flowers.” 


Financial Advertisers 


Appoint Committeemen 


Chester L. Price, advertising man- 
ager of the Central Republic Bank 
and Trust Co., has been named pro- 
gram chairman of the Chicago Fi- 
nancial Advertisers. 

Carl A. Gode, Continental Illinois 
Bank & Trust Co., heads the mem- 
bership committee, and G. Prather 
Knapp. Rand McNally & Co., is enter- 
tainment committee chairman. 


Cambestand Adds Two 


George Weiss, formerly with James 
F. Newcomb & Co., and Howard W. 
Stevenson, United Verde Copper Co., 
have joined the sales staff of Cum- 
berland Press, Inc., New York. 


Maujer Moves 


Maujer Publishing Co., which has 
printed its papers at St. Joseph, 
Mich., has moved headquarters there. 
It continues a Chicago sales office. 


Gets Silent Glow 


Silent Glow Oil Burner Corp., 
Hartford, Conn., has placed its account 
with Charles W. Hoyt Co., New York. 


In an editorial in the same issue, 


Two of the winners in the Second Chicago Newspaper Contest. Left, J. 


Mills Easton, Northern Trust Co. and Chester Price, Central Republic 
Bank & Trust Company. 


ADVERTISING MANAGERS' GOOD WORK RECOGNIZED 


Force Congress 
To Cut Budget, 
Dreyfuss Urges 


New York, June 3.—The biggest 
job the Advertising Federation of 
America could tackle at its forth- 
coming convention June 19-23 would 
be to see that the Government trims 
its budget, in the opinion of Leonard 
Dreyfuss, chairman of the _ board, 
United Advertising Agency. 

“As the spokesman for business, 
advertising men are the logical ones 
to voice to Washington a demand for 
a budget in keeping with the times,” 
Mr. Dreyfuss asserted. “ ‘Return to 
the 1927 Budget’ is a battle-cry every- 
one can understand. 

“It is my proposal that the govern- 
mental budget be studied by a com- 
mittee of the best minds in adver- 
tising and that a document be pre- 
pared and presented to President 
Hoover substantiating our demand 
for the reduction of governmental 
salaries and costs. 

“We, the advertising men of Amer- 
ica, should put on so forceful a drive 
to accomplish this reduction that the 
people will awaken and make known 
to their Senators and Congressmen 
that they will not be returned to of- 
fice unless they strenuously back 
this demand.” 


Postal Issues Directory 


New York, June 3.—For the benefit 
of those wishing to express their 
views on pending legislation, Postal 
Telegraph Company is distributing 
small directories of members of 
Congress, showing the district each 
represents. Each state is covered by 
a separate leaflet. 

“Telegrams command attention,” 
the booklet remarks laconically. 

The foreword explains that Con- 
gressmen “often appreciate a direct 
expression of the wishes of their 
constituents.” 


“Ballyhoo” Accepts 


Serious Advertising 


Departing from its original plan to 
accept only humorous advertising in 
keeping with the editorial style, 
Ballyhoo, New York, is now accept- 
ing serious copy. 

Beech-Nut Gum and Fruit Drops, 
Lifebuoy Shaving Cream and In- 
gram’'s Shaving Cream are advertised 
in the current issue. 


Constantine’s New Work 


Wells Constantine, Sr., of Travel, 
will also represent Christian Herald, 
New York, on Eastern travel and 
resort accounts after June 1. 


Daynite Opens Doors 
Roy C. Clark, Robert S. Wartena 
and Glenn W. DeRemer have incor- 
porated Daynite Advertising Service, 
East Chicago, Ind. 


Cosmetics to Hudson 


Mille Fleurs, Inc., New York, cos- 
metics, has appointed Hudson Adver- 
tising Co., New York. 


MACY T0 CRACK 
N. Y. ‘STRIKE’? 


New York, June 3.— While the 
twelve department stores here which 
withdrew copy from the World-Tele- 
gram beginning April 18 persist in 
their apparent “strike” against a 
rate increase, R. H. Macy & Co., Ine. 
showed its attitude toward the situa- 
tion by taking eight full pages in 
Tuesday’s issue. 

“8 Pages of Macy Advertising. 
Every one of interest to you!” the 
series began. “Eight pages is a lot 
of advertising. Our records show 
that it is more space than we have 
ever used in a single evening news- 
paper. The reason for this barrage 
is to bring to your attention a dra- 
matic message.” 

The message, covering everything 
from handbags to awnings, stressed 
Macy’s Bureau of Standards. 

The barrage appeared on four 
right-hand pages and two double 
trucks. 


Michigan Outdoor 
Men Elect Bailey 


J. T. Bailey, Bailey Co., Benton 
Harbor, is the new president of the 
Outdoor Advertising Association of 
Michigan, succeeding H. P. Jordan, 
Jordan Co., Sault Ste. Marie. Other 
officers: 

J. G. O’Dwyer, Central Advertising 
Co., Jackson, vice-president; H. C. 
Macdonald, Walker & Co., Detroit, 
secretary (re-elected); and Samuel 
Champion, Poster Advertising Co., 
Cass City, treasurer. 

Directors are A. J. Mulholland. 
Mulholland Outdoor Advertising Co., 
Kalamazoo; R. A. Hale, Hale Poster 
Advertising Co., Gladstone, and 
Nellis Steketee, Steketee & Son, 
Muskegon. 

The 1933 convention will be held 
at Lansing. 


Candy Consumption 
Shows Small Decline 


Per capita consumption of candy 
in 1931 amounted to $4.36, approxi- 
mately 82 cents below the 1930 
figure, the Department of Commerce 
reports. 

The decline on a quantity basis 
was only 6.4 per cent, compared to a 
drop of 15.8 per cent on a dollar 
basis. 


“Standard Rate” 


Offers New Service 


Standard Rate €& Data Service, 
Chicago, will give competition to ex- 
isting services with a new “Person- 
nel-List of Advertising Agencies,” to 
be published monthly, starting June. 

It will be published in pocket size. 


Launch Golfers’ Aids 


Nixite Laboratories, Columbus, O., 
have introduced Perfect Tacky Grip, 
a preparation applied to golfers’ 
hands to prevent slipping, and a new 
golf club cleaner which conditions 
both wood and steel. E. A. Eastman 
is vice-president in charge of sales. 
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ADVERTISING AGE 


McKEE REPORTED 
RESIGNED FROM 
MERGED AGENCY 


Resumes Operations Under 
Own Name 


Chicago, June 3.—Homer McKee 
has resigned as executive vice-presi- 
dent of the United States Advertis- 
ing Corporation, according to a re- 
port given credence in agency circles. 

While Mr. McKee would make no 
statement, it is believed he will con- 
tinue in the agency field. He has 
leased offices in the Daily News 
Building in his own name, taking 
occupancy June 1. It is definitely 
known that, whatever other plans he 
has in mind, he will take over the 
promotion department of the Chicago 
Daily News. 

The United States Advertising 
Corporation was formed in Febru- 
ary by the merger of the United 
States Advertising Corporation of 
New York and Toledo, headed by 
Ward M. Canaday; the Dyer-Enzin- 
ger Company of Chicago and Mil- 
waukee, headed by George Enzinger; 
and The Homer McKee Co., Inc., of 
Chicago, New York and Indianapolis, 
headed by Mr. McKee. 

Accounts formerly handled by Mr. 
McKee, but now serviced by the 
United States Advertising Corpora- 
tion, are the Chicago Daily News, 
Wilson-Western Sporting Goods Com- 
pany, Prest-O-Lite Battery Company, 
Marmon Motor Car Company and 
others of smaller expenditures. 

Don M. Parker, formerly New York 
manager of The Homer McKee Co., 
will remain with the New York or- 
ganization of the United States Ad- 
vertising Corporation as contact man 
on the United Cigar and Whelan 
Drug accounts, it is reported. 

Mr. McKee established the original 
Homer McKee Company, Inc., Novem- 
ber 1, 1917. He served as national 
publicity chairman of President 
Hoover’s recent anti-hoarding drive, 
which was headed by Col. Frank 
Knox, publisher of the Chicago Daily 
News. 


Groups Join for 


New Research Service 


Chambers of Commerce in 114 im- 
portant cities and the United States 
Chamber of Commerce have joined 
the Department of Commerce in a 
plan to make generally available the 
newest facts developed by merchan- 
dising research. 

John Matthews. Jr., assistant di- 
rector, Bureau of Foreign and Do- 
mestic Commerce, Washington, D. C., 
is in charge. 


“Laundry Age” Loses 
Haggerty, President 


Stricken with double pneumonia 
while attending a convention at Kan- 
sas City, William B. Haggerty. presi- 
dent of Laundry Age Publishing Co., 
New York, died shortly after. 

With J. M. Thacker, Mr. Haggerty 
established Laundry Age in 1921. 
Both came from Starchroom Laun- 
dry Journal. 


Levy Vice-President 
of T. M. Bowers Agency 


Raymond Levy has been elected 
vice-president of Thomas M. Bowers 
Advertising Agency and will be lo- 
cated at New York headquarters. 

Mr. Levy has spent 13 years in the 
domestic and foreign advertising 
field. 


Gets Industrial Account 


National Silver Cloth & Weaving 
Co., New Haven, has’ appointed 
Claude Schaffner Advertising Agen- 
cy, New Haven. Direct mail is be- 
ing used in a campaign on filtering 
cloth. 


Now Geedon & Hunter 


Miss Asterie Armstrong has left 
the New York agency of Armstrong, 
Gordon & Hunter, the name being 
changed to Gordon & Hunter. 


INDIVIDUALIST 


Homer McKee 


Wrigley Offers 
Substitute for 
Mouth Washes 


Chicago, June 3.—Appearance of a 
new type of advertising by the Wm. 
Wrigley Jr. Company in Elgin (IIll.) 
Courier-News does not as yet presage 
a new campaign, it was explained 
here. 

The copy was placed by Erwin, 
Wasey & Co., which also originated 
the idea. The company was so fa- 
vorably impressed that it wished to 
place itself on record as having spon- 
sored the advertisement. 

The 900-line copy was headed by 
a halftone of a young man and 
woman, followed by the caption, 
“You can’t take mouthwash with 
you!” The advertisement continued 
in part: 

“Mouthwashes are a great idea, 
but everyone knows that their puri- 
fying effects are only temporary. 

“You can’t carry mouthwash with 
you—every place you go; to use 
every time you really need it. 

“But you can carry Wrigley’s. 

“Keeping your breath sweet is 
Wrigley’s extra value. Million use 
Wrigley’s because it aids digestion. 
But more millions chew it because it 
tastes good. It makes the next 
smoke taste better and women tell 
us it keeps facial muscles smooth 
and firm.” 


Retail Advertiser 
Wins $3,500 Award 


A $3,500 judgment against the 
Mobile (Ala.) Register and News- 
Item, Inc., and Frederick I. Thomp- 
son, former publisher, was returned 
in favor of Lord’s Tire Service, Inc., 
for alleged breach of an advertising 
contract. 

Lord contracted for 2,300 inches of 
space, sale of Mr. Thompson’s pa- 
per preventing fulfillment of the or- 
der. 


Weeklies Ask for 
Bigger Waste Baskets 


Louisiana Press Association, meet- 
ing at New Orleans, adopted a reso- 
lution asking for bigger waste bas- 
kets for weekly papers. 

The aim is “to meet contingencies 
created by radio, toothpaste manu- 
facturers and those suffering from 
aching corns or worn soles.” 

George T. Goodman, Ponchatoula, 
was elected president. 


Hobson & Seaton 
Launch New Plan 


Hobson & Seaton, agency of Cedar 
Rapids, Ia., has launched a “get-ac- 
quainted” plan with the co-operation 
of local retailers. 

For payment of $1, readers get 
$18.63 in merchandise, the number 
being limited to 2,000. 


G-E Pays Employes 
5 Per Cent on Sales 


General Electric Company adopted 
the employe-salesman idea June 1, 
paying 5 per cent cash and offering 
advertising support via radio. 

Employes laid off since Jan. 1 will 
be invited to participate. 


‘Adventures in 
Values’ Sears’ 


Radio Offering 


Chicago, June 2.—A series of 52 
five-minute spot programs were re- 
leased this week by Sears, Roebuck 
& Co., through Critchfield & Co., to 
18 stations in Kansas and adjacent 
territory, the coverage being about 
one-tenth of the country. The broad- 
cast will be daily except Sunday. 

The programs are titled, “Adven- 
tures in Values,” and are aimed 
solely at stimulating catalog sales. 
The idea of the campaign is to trans- 
fer a big part of the selling burden 
to the entertainment content of the 
program by whetting the listener’s 
appetite for a bargain. 

This is done with a brief announce- 
ment of a famous bargain in history 
to be described, followed by the de- 
tails dramatized in dialogue. 

The bargain in the first program 
is the purchase of the Suez canal in 
1875 by Disraeli for $20,000,000. 
Others to be described include Babe 
Ruth’s first big league contract at 
$800; Hayden’s barter of his Razor 
Quartette for a razor; the purchase 
of Phar Lap, second largest turf 
winner of all time, at auction for 
$800, and the first sale of the Star 
of Africa diamond for $200. 

The recital of these incidents in- 
troduce a weekly bargain hunting 
contest. Thirteen cash prizes total- 
ing $140 are paid for the best letters 
on why certain catalog items are bar- 
gains. 

A duplicate contest with an equal 
number of prizes totaling $650 is re- 
served for those who enclose with 
their letter an order for $1 worth of 
merchandise or more. 


GARDNER JOINS 
BENTON & BOWLES 


Chicago, June 3.—Edward H. 
Gardner, formerly an account execu- 
tive with the Chicago office of the 
J. Walter Thompson Company. will 
join Benton & Bowles, Inc., New York 
agency, June 13. He will contact 
some of the General Foods accounts, 
including Maxwell House Coffee. 

Mr. Gardner, who was with the 
J. Walter Thompson organization for 
five years, was formerly in charge 
of the advertising and marketing 
courses of the University of Wis- 
consin at Madison. For the past 
year he has been chairman of the 
agency departmental of the Chicago 
Advertising Council. 

Benton & Bowles have leased the 
entire 19th floor of 444 Madison ave- 
nue, New York, and will move in the 
near future. 


Carr Is President 
of Portland Club 


Ray Carr is the new president of 
the Advertising Club of Portland, 
Ore. Chuck Stidd was elected first 
vice-president and James T. Burt- 
chaell second vice-president, with 
Allan Rinehart secretary-treasurer. 

Directors chosen are John W. 
Davis, Harriett J. Schrum, Wm. L. 
Norvell, A. W. Gust, Blanche An- 
derson, Arthur B. Wallace, Joe Sand- 
vall, Wm. Hudleson, Walter H. 
Brown, Albert Byers, E. G. Miller, 
Randolph T. Kuhn. 


Gamble on Coast 


Frederic R. Gamble, executive sec- 
retary of the American Association 
of Advertising Agencies, addressed 
the Advertising Club of Los Angeles 
last week in furtherance of the plan 
to foster closer co-operation between 
advertisers and agencies. 


Cameron Wins Tourney 


Jack Cameron won the Campbell- 
Ewald Trophy at the annual tourna- 
ment of the Advertising Men’s Golf 
Association at Toronto May 31. 


Lionel Changes Agency 


Lionel Corp., New York, electric 
trains and accessories. announces 
Fuller & Smith & Ross as its agency. 


rowds of 
People! 


Plus Circulation! 


Crowds of people filling stadia at the Xth 
Olympiad in Los Angeles! Throngs of 
delegates to the Shriners’, American 
Legion, and other important conventions 
to be held on the Pacific Coast this sum- 
mer! Crowds of people massed at beaches 
and Nature's playgrounds! 


Taking advantage of low transportation 
rates available from May to October, 
they will mill up and down the entire Pa- 
cific Coast from Canada to Mexico. 


These tourists, far in excess of the annual 
million of visitors to the Pacific Coast, 
will represent a cross-section of the na- 
tion's population. The All-Year-Club of 
Southern California and the Los Angeles 
Chamber of Commerce estimate that 
500,000 visitors will be in Los Angeles 
alone for the period of the Xth Olym- 
piad. They will be in a spending mood. 


This will be Outdoor Circulation. In the 
cities—on the highways—Outdoor Ad- 
vertising will deliver your message Effec- 
tively and Economically to them, as well 
as to the responsive resident population. 


Space is being sold rapidly. Place your 
orders now. 


\ Foster and Kleiser 
COMPANY 

GENERAL OFFICES: SAN FRANCISCO 

Operating plants in California 

Washington, Oregon and Arizona 


Offices in New York and Chicago 
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The Difference Between News and 
Advertising 


The presentation by Henry Ford, 
during the past week, of his ideas 
OR unemployment and how to over- 
come it must have been interesting 
to a great many manufacturers, aside 
from their concern with the subjects 
which he discussed. 

Mr. Ford published what he had to 
say in paid advertising space in a 
great many newspapers all over the 
country. The same material, offered 
to the newspapers through their 
press associations as news, would 
undoubtedly have been given first- 
page position by many, because Mr. 
Ford is one of the leading business 
men and one of the largest employ- 
ers of the United States. 

Since a great many manufacturers 
have attempted, on occasion, to get 
news treatment for information that 
was not strictly news, and since Mr. 
Ford preferred to publish as adver- 
tising a statement which was de- 
cidedly of a news character, some 
people, including advertising men, 
may wonder what the explanation is. 

The reasons are fairly obvious, 
however. Mr. Ford knew that as an 
advertiser he could say what he 
wanted to say, in just the way he 
wanted to say it; that his message 
to the American people would be 
presented in full, without omission, 
addition or comment, and that it 
would register uncolored by any sort 
of editorial treatment. 

The business establishment which 
has a story of importance to tell the 
public, and sometimts thinks it can 


get the story across through “pub- 
licity” channels, should realize that 
every story that passes across an 
editorial desk is changed in some 
degree from what it was when it 
left the hands of its sponsor, and 
that it will appear in the publica- 
tions which use it modified in a 
thousand different ways by the indi- 
vidual ideas and publication policies 
of the newspapers and periodicals 
which give it space. 

While a vast amount of publicity 
may often result, the impression 
made on the public, which is what 
the advertiser is most interested in, 
is never exactly what it was ex- 
pected to be, and as a mattter of 
fact considerable misinformation and 
misunderstanding have been known 
to result from the varied treatment 
given “news releases” by publica- 
tions. 

The ideal policy of the business 
man who has something to say is 
to say it, in his own way, in uniform 
style, through advertising to the 
whole public under similar conditions 
all over the country. In that way he 
knows that his ideas will not be gar- 
bled, confused nor misunderstood, 
and that the public will get his mes- 
sage just as he intended it to be 
received. 

Those who realize that Mr. Ford 
spent a good many thousand dollars 
to present his ideas on unemploy- 
ment and self-help may wonder if 
he got his full money’s worth. Mr. 
Ford himself is undoubtedly con- 
vinced that he did. 


Supporting Creative Work in 
Advertising 


The advertising agency is gener- 
ally recognized as the primary crea- 
tive force in advertising. It is so set 
up that it can promote advertising 
as an idea, without reference to any 
type of medium or method, and it is 
in a position to co-ordinate advertis- 
ing with all of the distribution and 
marketing functions of the manufac- 
turer. Its special function gives it a 
really unique position in the develop- 
ment of advertising. 

Because of the essential character 
of its work in behalf of all advertis- 
ing, the efforts of those who are do- 
ing what they can to support it are 
of special interest and value at this 
time. Included among these is the 
advertising campaign of the Mc- 
Graw-Hill Publishing Company, run- 
ning in Business Week, in which it 
is presenting agencies to business 
executives as a source of valuable 
merchandising ideas which should 


be used to provide the stimulation 
for sales that every manufacturer 
needs today. 

The Bureau of Advertising of the 
A. N. P. A., whose comments regard- 
ing the need for the development of 
new advertising accounts was re- 
cently referred to in ADVERTISING 
AGE, also seems disposed to do its 
share to support creative efforts on 
the part of the agencies. Other 
groups might find it worth while to 
give agencies, individually and col- 
lectively, whatever assistance is pos- 
sible in the development of new ad- 
vertisers. 

As far as the agencies themselves 
are concerned, we believe that most 
of them appreciate the fact that mis- 
sionary work on new accounts, which 
usually start small, is profitable in 
the long run, and that great adver- 
tising oaks may confidently be ex- 


pected to grow from today’s little 
acorns. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE. 


392. A Modern Publishing Formula. 


This is not only the story of the 
publishing philosophy of Modern 
Magazines, but reprints of many of 
the advertisements which appeared 
in the May, 1921, issue and which 
deserve special mention for one fea- 
ture or another. The book describes 
the “modern media test” developed 
by the organization as “a new 
measuring stick of magazine values.” 


393. Tabulation of Mention of Soaps 
and Cleaners. 


Needlecraft has issued an analysis 
of brand popularity of soaps as in- 
dicated by 744 letters received from 
a questionnaire in a recent issue. In 
the toilet field, Palmolive led with 
269 mentions, pursued elosely by 
Ivory with 262; Lux, 169; Lifebuoy, 
119; Camay, 71, and so on down the 
line. P & G led the laundry soap 
list, with Fels second, Octagon third, 
and Crystal White, fourth. The 
score for soap flakes, soap powders, 
and cleaners is also given. 

394. Newspaper Circulations in 
Iowa, 


In this unusual booklet, the Des 
Moines Register and Tribune com- 
pare their circulations in Iowa with 
those of other newspapers. Maps of 
counties and A. B. C. trading areas 
make the figures easy to grasp. 
Forty-seven newspapers are com- 
pared in this way. 


368. The Open Road for Boys Mag- 
azine Tells Its Story. 


This fifty-four page brochure is- 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazine’s policy of guaranteeing ad- 
vertisers superior results. Altogether 
a unique and interesting analysis of 
the boy market—extremely worth 
while sending for. 


382. Thomson Posters. 


This is a detailed exposition of 
Thomson Posters, produced by 
“opaque printing,” and making it 
possible for the user of posters in 
small quantities to obtain work com- 
parable in art and workmanship 
with those produced in larger 
quantities with standard processes. 
An interesting feature is the inclu- 
sion of color samples, enabling the 
advertiser to specify the exact back- 
ground desired. 


385. What Is 
ence? 


This Banker Influ- 


This booklet by American Bankers 
Association Journal discusses the in- 
fluence of bankers on advertising 
and advertising campaigns. This is 
not of the long distance variety, 
either, according to a table analyzing 
the make-up of 29 companies. Of 
853 directors, 79 are bankers and 84 
others have banking interests. 


297. A Lift to Market. 


This handsome booklet issued by 
Extension Magazine values the Cath- 
olic market at 11% billion dollars 
a year. The component parts of this 
market are described in detail by 
the publication, which is the official 
organ of the Catholic Church Ex- 
tension Society. The Catholic popu- 


lation of the United States is placed 
at 22,000,000. 


NEW DEVELOPMENT IN TELEPHONE SELLING 


—Collier’s 


“Good morning. This is the telephone company calling to see if 
you are satisfied with the service. Have you any suggestions 
to make?" 


Voice of the Advertiser 


Kettering Inspires 


Trade Paper Copy 

To the Editor: Because of the 
reference to Charles F. Kettering’s 
article in the April 23 issue of The 
Saturday Evening Post, I thought you 
might be interested in looking at the 
May issue of “Tru-Lay Yours,” the 
house organ which we publish 
monthly for the American Cable 
Company for distribution to their 
distributors and salesmen. 

No other article, editorial or ad- 
dress has given us as much of a 
thrill as Mr. Kettering’s. It enabled 
us to say that the American Cable 
Company has never felt that its 
product has reached the ultimate in 
perfection and that it is pointed in 
the same direction as Mr. Kettering. 

I call your attention also to the re- 
print of the advertisement, “Progress 
or Laissez faire?” which was also in- 
spired by Mr. Kettering’s article— 
“The World Isn’t Finished.” 

This advertisement is only now ap- 
pearing in business publications, and 
we have already had a great number 
of enthusiastic comments from our 
clients’ men and their distributors. 


WALLACE MEYER, 
Vice-Pres., Reincke-Ellis Co., 
Chicago. 


, F FV 


Why Not Reassure 
Holders of Jobs? 


To the Editor: Man’s confidence in 
the security of his job might knock 
the cobwebs off his pocketbook, and 
pour out a stream of money that 
would go far in restoring economic 
stability. 

The enclosed editorial—which will 
appear in the June 1 issue of “The 
Conoco Magazine,” house organ of 
Continental Oil Company—may be 
regarded as “just another panacea” 
for our present business ills, but I’m 
wagering that it will go a long way 
toward boosting the morale of at 
least one business organization. 


It says in part: 


“There are some companies in the 
country today; in fact, no doubt 
many of them, that have soundly 
survived the past three years and 
now feel fairly certain that they are 
going to weather the storm and. 
therefore, can say to their employees 
that their jobs are safe and they can 
rely on that fact. 

“Were it possible for such a notice 
to be given to the millions of em- 
ployes of companies who could make 
such a statement, there would be an 
immediate release of buying power, 
of which salesmen and advertising 


TAKES CUE 


pOtTMmedr WIRE ROPE 
30% 300% Increased Jewice XLT Ye 


How American Cable Company is 
telling business paper readers of 
improvements in the product. 


could take immediate advantage with 
astounding results. 

“In so far as employes of Conti- 
nental Oil Company are concerned, 
they need have no fear that their 
jobs are in jeopardy, so long as each 
employe performs his duty in a man- 
ner that measures up to the efficiency 
standard of this organization.” 


EMERSON G. SMITH, 


Supervisor of Publications, 
Continental Oil Co., 
Ponca City, Okla. 


, 2 


Washington Has 


Coal Campaign Too 

To the Editor: On page 8, illustra- 
tion No. 2, of your issue of May 28 
you show a very excellent “prize” 
advertisement issued by the Chicago 
Coal Merchants’ Association. 

This interests us for three very ex- 
cellent reasons: first, the typography 
is outstanding; second, the merchan- 
dising plan is entirely new; third, 
we have for several years been run- 
ning a similar campaign for the coal 
merchants of Washington, and 
therein lies our chief interest. 

Would you kindly give us the ad- 
dress and name of secretary of the 
Chicago Coal Merchants’ Association, 
or advertising agency preparing this 
campaign, our object being an ex- 
change of ads and copy. 


LEWIS EDWIN RYAN, 
Pres., Lewis Edwin Ryan, Inc., 
Washington, D. C. 
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ADVERTISING AGE 


KELLEY DEFINES 
STRONG ART AS 
EXHIBIT OPENS 


Chicago, June 2.— More than 300 
people attended the opening of the 
advertising art exhibit of the New 
York Art Directors’ Club at Mar- 
shall Field & Company today. The 
exhibit was brought to Chicago by 
the-.art directors, artists and pho- 
tographers of Chicago, and is being 
shown under the auspices of the 
agency departmental of the Chicago 
Advertising Council. It will be on 
view for two weeks. 

Charles F. Kelley, dean of the Art 
Institute of Chicago, spoke at today’s 
luncheon meeting. He said advertis- 
ing art has done more than any other 
one factor to raise standards of taste 
among the American people. 

Mr. Kelley decried distinctions be- 
tween commercial and “pure” art, 
and said that best art in earlier per- 
iods was done commercially, and 
sold as a commodity. 


When Art Is Best 


Worth-while art, he insisted, is al- 
ways a by-product. Modern art is 
best when it does not strive espe- 
cially to be modern, but tries to be 
right, and to meet today’s require- 
ments for good design. 

“The motor car,” he reminded his 
audience, “began to look like some- 
thing only when designers forgot 
that it was a horseless carriage.” 

The picture in an advertising de- 
sign, he said, should be just as much 
a part of the advertisement as the 
headline, layout or text, and if it 
looks all right outside of that design, 
there’s something wrong with it. 

“The designer of good merchan- 
dise,” he concluded, “is just as great 
an artist as the man who makes a 
picture.” 

The meeting today concluded the 
spring series of the Chicago Adver- 
tising Council. Basil Church, of the 
Capper Publications, chairman, an- 
nounced that the average attendance 
of over 200 had broken all previous 
records. 


Krautter Is Winner 
of Advertising Bee 


L. Martin Krautter, manager of 
the St. Louis office of the Thomas M. 
Bowers Advertising Agency, won the 
“advertising bee” held by the Adver- 
tising Club of St. Louis last week. 
Participants were graded on their 
ability to designate products adver- 
tised by a slogan, theme song or 
trade-mark. 

Norman Terry, LaClede Gas Light 
Co., won second place; H. J. Eichele, 
Warwick Typographers, and club 
president, third. 

Douglas V. Martin, publicity man- 
ager, St. Louis Globe-Democrat, was 
the “professor.” Judges were Felix 
Coste, D’Arcy Advertising Co.; 
Woody Cloose, Station KMOX, and 
Al Rose, Skinner & Kennedy Print- 
ing & Stationery Co. 


Worcester Club 
Elects C. P. Morton 


Creighton P. Morton was elected 
president of the Worcester (Mass.) 
Advertising Club May 25. Walter G. 
Irvine and Edward P. Jenison were 
made first and second vice-presidents, 
respectively. 

Directors are Robert E. Lamb, Rae 
M. Spencer, R. Stanley McConnell. 
Harry H. Hoffman, C. Jerry Spauld- 
ing and Frederick K. Vroom. 


Paper Makers Plan 
Co-Operative Campaign 


Co-operative advertising is planned 
by Wisconsin paper mills through 
Hurja-Johnson-Huwen, Chicago 
agency. 

Norman S. Stone is president of 
the new Wisconsin organization of 
paper men. The advertising commit- 
tee is made up of E. S. Colvin, Mark 
H. Peacock, Alen E. Pradt, and Rich- 
ard F. Bellack. 


Jewelers Name Agency 


Bigelow, Kennard & Co., Boston 
jewelers, have retained Dorrance, 


Kenyon & Co., Boston. 


Ask Employes to Buy 


from Advertisers 


Neal Murphy, advertising manager 
of the Rochester Times-Union and 
Democrat-Chronicle has asked all em- 
ployes to patronize advertisers of 
those papers. 

Mr. Murphy pointed out that “ad- 
vertising revenue keeps our plants 
running and keeps all of us em- 
ployed.” 


Wife Passes Away 


as Curtis Lies Ill 


Mrs. Cyrus H. K. Curtis, wife of 
the Philadelphia publisher, died in 
Jefferson Hospital May 31 as Mr. 
Curtis lay ill in another room. 

Mrs. Curtis died of heart trouble. 
Mr. Curtis is recovering from an at- 
tack of indigestion. 


Clothesline Sales 
Reach New Peak 


Louisville, Ky., June 3.—De- 
mand for clothesline has 
reached a peak which has 
forced the Puritan Cordage 
Mills to put three eight-hour 
shifts at work. . 

It is attributed to the new- 
born vogue of washing the 
family laundry at home. 


Has Industrial Department 


J. F. Selby, formerly with James 
F. Newcomb & Co., New York, has 
become vice-president of Simmonds 
& Simmonds, Chicago advertising 
agency, and will supervise its indus- 
trial department. 


Advertisers of 
Biscuit Flour 


In Legal Fight 


Minneapolis, Minn., June 3.—A 
countersuit asking $1,000,000 damages 
has been filed by the Commander- 
Larabee Corporation against General 
Mills, Inc., and the Washburn-Crosby 
Company in the United States Dis- 
trict Court in St. Louis. 

The action comes in answer to a 
petition seeking to restrain the Com- 
mander-Larabee Company and its 
subsidiaries from using the name 
“Kwik-bis-kit” for its prepared bis- 
cuit flour. 

The petition alleged that 


“Bis- 


quick,” product of General Mills, was 
put on sale Feb. 15 and that the 
Commander-Larabee Company later 
introduced a product with a name 
and package so similar that the two 
products were confused by customers. 

The petition asks for an order en- 
joining the defendant from using 
“Kwik-bis-kit” and also seeks dam- 
ages. 

In the counter action the Com- 
mander-Larabee Company alleged un- 
fair competition and asserted its 
business has been damaged. 


Rain Heads N. A. A. 


Frank Rain, Fairbury, was elected 
president of the Nebraska Advertis- 
ing Association at the annual meet- 
ing May 27. Mrs. Marie Nutzman 
is secretary. 


AND WHILE 


MAGAZINES. 


HE PLOWED THE SAPLING BECAME A LUSTY TREE 


IN 1931 


HERE IS AN EYE-OPENER 


—IN 1929 McCALL’S HAD 24.4% OF ALL 


NEWSSTAND SALES OF THE SIX WOMEN'S 


IT HAD 29.7%. 


HAVE YOU SEEN McCALL’S MAGAZINE LATELY? 
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ADVERTISING AGE 


June 4, 1932 


Frank B.WhiteDead 


After Half- Century 
In Farm Advertising 


Chicago, June 2.—Frank B. White, 
prominent for nearly 50 years in 
Mid-Western agricultural advertising 
circles, passed away at his home in 
a Chicago suburb this week. At 70 
years of age he was still active in his 
field, being connected with Evans 
Associates, Inc., at the time of his 
death. 

He began his career in advertising 
in 1886 as editor of the Commercial 
Union, an advertising paper pub- 
lished by the Publishers Commercial 
Union, Chicago. This organization 
performed many of the functions of 
the modern agency for advertisers of 
that day, while safeguarding the in- 
terests of publishers regarding pay- 
ment for space and responsibility of 
advertisers. 

Three years later he organized the 
Western Agricultural Journals’ Asso- 
ciate List, changing the name to 
Leaders of the Great West and Star 
of the East when The National 
Stockman and Farmer, Pittsburgh, 
Pa., was added. 

The advertising of this list direct 
to advertisers by means of a house 
organ brought so many requests for 
assistance in preparing advertising 
that Mr. White found it necessary 
in 1894 to organize an agency, the 
Frank B. White Co., to absorb the 
service functions. The arrangement 
also gave birth to another advertis- 
ing paper, Agricultural Advertising. 
sponsored by the agency. 


Started New Agency 


When Mr. White withdrew from 
the original Frank B. White Co. in 
1902, the business was reorganized as 
the Long-Critchfield Co. Mr. White 
immediately founded still another 
advertising paper, Class Advertising, 
to build another clientele of agricul- 


tural advertisers. After publishing 
the magazine a year, he founded the 
Class Advertising Co. 

Mr. White’s reputation assisted him 
in securing a large volume of adver- 
tising from agricultural publishers, 
an average of 40 being under con- 
tract for the first year. The editorial 
content consisted chiefly of contribu- 
tions from publishers and agricul- 
tural advertisers. 

The paper was spiced with edi- 
torials on such subjects as standard- 
ized rate cards, the advisability of 
including advertising addresses on 
the programs of business meetings 
and occasional news. Volume 1 re- 
ported that Pine Bluff, N. C., was 
the first town to raise a fund for 
municipal advertising. 

The hottest news story of that year 
concerned the effrontery of the foun- 
tain pen manufacturer who _ sug- 
gested to publishers who were not 
earrying fountain pen advertising 
that it would be a good idea to run 
his copy free as a means of interest- 
ing paying advertisers among his 
competitors. 

The feature of Mr. White’s paper 
was a page of comment, of which the 
following paragraphs are typical: 

“In business today the use of the 
agate rule is just as necessary as the 
observance of the golden rule.” 

“Since President Roosevelt pro- 
tested against permitting advertising 
signs on the big trees of California, 
it has become ‘Adman, spare that 
tree.’ ” 

“If a publisher had to remain in 
purgatory as many years as his 
claimed circulation exceeds his ac- 
tual list of subscribers, some of 
them would be there when Gabriel 
blows his horn.” 

Mr. White’s second agency, like the 
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Frank B. White 


first, was highly successful. His pro- 
motion plan was complete, even to a 
star trade-mark and motto, the lat- 
ter being, “A square deal all around 
with points of merit.” The points of 
the star were named, Energy, Ex- 
perience, Capability, Punttuality and 
Honesty, respectively. 

The slogan was, “True Blue—Pure 
Gold,” and the cover of the maga- 
zine was blue stock printed in gold. 
In soliciting accounts he made a 
point of declining to make contracts 
with clients, explaining he wanted 
them to feel free to discontinue his 
services if they became dissatisfied. 

Included in the following Mr. White 
built up at this time were the Smith 
Incubator Co., Cleveland; Burgess 
Seed and Plant Co., Galesburg, Mich., 
and the Dr. David Roberts Veter- 
inary Co., Waukesha, Wis., all of 
whom are still successful. 

He joined N. W. Ayer & Son, Phila- 
delphia, in 1907, as manager of the 
agricultural department, with head- 
quarters in Chicago. He was the 
first secretary of the Agricultural 
Publishers Association, taking a 
leading part in organization in 1915 
and holding office until 1921. 

In that year he organized the sec- 
ond Frank B. White Co., continuing 
to specialize in agricultural advertis- 
ing. When the business was liqui- 
dated recently, he took his clientele 
to Evans Associates, Inc. 


Farm Paper Will 
Become Fortnightly 


American Agriculturist, New York, 
will be published bi-weekly with its 
issue of June 11. 

Henry Morgenthau, Jr., is pub- 
lisher of the 90-year old paper. 


Selby Is Transferred 


Herb Selby, manager of the media 
department, Maxon, Inc., Cleveland, 
has been transferred to the home 
office at Detroit, where space buying 
and accounting departments have 
been consolidated. 


Plan Retail Meeting 


The second conference on retail 
distribution will be held in Boston 
Sept. 19-20. The American Market- 
ing Society will contribute the pro- 
gram for one session. 


With Ruthrauff and Ryan 


George T. Emerson, formerly a di- 
rector of Dorland Advertising, Lon- 
don, Eng., has joined the New York 
plan and copy staff of Ruthrauff & 
Ryan. 


Farm Papers Monthly 


Beginning with its June _ issue, 
Progressive Farmer and Southern 
Ruralist, Birmingham, Ala., will be 
published monthly, instead of semi- 
monthly. 


Newman Offers Course 


Hugh M. Newman, managing di- 
rector of the Chicago Academy of 
Fine Arts, will conduct a four weeks’ 
course in advertising procedure at 
the Academy beginning July 11. 


Drop Cigarette Tax 


The Massachusetts House of Rep- 
resentatives has defeated a sales tax 
of two cents a package on standard 
cigarettes. 


Canada Dry Is 
‘Not So Bad,’’ 
Benny Admits 


New York, June 3.—Though offi- 
cers of Canada Dry Ginger Ale, Inc., 
flinch at times as they listen to the 
patter of Jack Benny on the weekly 
program over National Broadcasting 
Co., thus far they have managed to 
refrain from throwing Mr. Benny out 
of the studios. 

Mr. Benny aims most of his shafts 
at contests, and while he occasion- 
ally mentions Canada Dry, “made to 
order at the fountain,” the biggest 
concession he has made thus far is 
to admit that “it isn’t bad.” 

Mr. Benny announces a new con- 
test every week. “How would you 
like to own a toothbrush of your 
own?” he demands, and then tells 
the radio audience it can be done if 


they will write the best line to a 
limerick. 
The most important rule in the 


contest, according to Mr. Benny, is 
that the last line must be written on 
a piece of cheese. He announced 
later that most of the entries had 
been eaten by one of the judges and 
the contestants would have to try 
all over again. 

Canada Dry is also stressing the 
“made to order” feature in newspa- 
per advertising. N. W. Ayer & Son 
handle the account. 


Don’t Forget 
Selling Punch, 
Expert Warns 


New York, June 3.—Though she 
believes people are closer to the buy- 
ing point when they are amused, 
Margaret Fishback, who has written 
copy for R. H. Macy & Co. for five 
years, believes that many advertis- 
ers are trying so hard to be humor- 
ous that they forget the selling 
punch. 

In an interview with Dry Goods 
Economist, Miss Fishback laid down 
this rule: 

“First of all, be careful not to say 
something that is just funny and 
nothing else. Don’t forget the thing 
you are advertising. There should 
be a close tie-up between your fun 
and the thing you are trying to get 
across.” 

Miss Fishback believes the recent 
vogue for humor in word and picture 
thus has a sound basis. In addition, 
people talk about things which amuse 
them. 

Here are 
copy: 

“Bring your oysters home in their 
shells so they'll retain their back- 
ground and character. Then ap- 
proach them stealthily with a steel 
oyster opener, 49c.” 

“A sandwich with a good figure 
tastes better than the old home type, 
though right now we'd eat anything 
we were offered. Six canape cut- 
ters, 42c.” 


two examples of her 


Gem Razor on Air 


American Safety Razor Company 
will put its Micromatic razors and 
blades on the air June 5, via a Co- 
lumbia network. Federal Advertis- 
ing Agency will dramatize famous 
sporting events and lives of Broad- 
way stars. 


Simpson Adds to Duties 


United States Rubber Co., Detroit, 
has combined the tire and mechan- 
ical goods sales departments under 
direction of L. M. Simpson, formerly 
general sales manager of the tire 
division. 


Stein Pays Dividend 
A Stein & Co., Chicago, have de- 
clared a dividend of $1.621/, on pre- 
ferred stock, payable July 1 to stock: 
holders of record June 15. 


Buy Set-O-Type 
Addressograph -Multigraph Co., 
Cleveland, has acquired the Set-O- 
Type Co., Dayton, O., and the Multi- 
graph Company has assumed charge 


of marketing and service. 


PROMOTION IS 
PRIZE OFFERED 
BY DR. PEPPER 


Dallas, Texas, June 3.— Though 
cash prizes will be given in the three 
months’ contest launched by the Dr, 
Pepper Company June 1, the main 
rewards dangled before the watering 
mouths of salesmen is promotion to 
district sales managers. 

The objective of the campaign is 
to keep every dealer stocked with 
the Dr. Pepper beverage at all times. 
A survey by Sales Manager W. V. 
Ballew indicated that an average of 
one dealer out of every five is always 
temporarily out of Dr. Pepper. 

While these dealers are in most 
cases not the best ones, Mr. Ballew 
believes a gain of as high as 10 per 
cent in sales will be effected by keep- 
ing all dealers stocked. The contest 
is designed to attain this end. 

In addition to maintenance of 
newspaper and outdoor advertising, 
the company is offering salesmen 
further help in the form of subscrip- 
tions to Soda Fountain, New York. 
Salesmen are urged to read the 
paper carefully for tips to pass on 
to dealers. 

Salesmen are asked to get every 
jobber’s salesman to memorize six 
words to repeat to every fountain 
operator: “How much Dr. Pepper 
syrup today?” 

The company’s advertising con- 
tinues to feature the slogan, “Drink 
a bite to eat.” 


Regulation of Soda 


Fountains Invalid 


The Utah law requiring soda foun- 
tains to sterilize glasses or use pa- 
per receptacles has been held invalid 
by the State Supreme Court. 

It was promulgated by the State 
board of health. 


House Agrees to 


Guarantee Deposits 


The Steagall Bill (H. R. 11362) to 
guarantee bank deposits passed the 
House this week and went to the Sen- 
ate. 

Stricter supervision of banks is 
also provided by the measure. 


McMurtrie to Louisville 


John H. MeMurtrie, who has been 
with the S. C. Beckwith Special 
Agency for a number of years, and 
prior to that was with the Philadel- 
phia Public Ledger, has been ap- 
pointed national advertising manager 
of the Louisville Herald-Post. 


New Account to Carter 


Charles F. Mattlage & Sons, New 
York, You-All Salad Dressing, have 
placed their account with Carter Ad- 
vertising Ageney, New York. Metro- 
politan newspapers will be used. 


Fletcher with Texaco 


Paul M. Fletcher, formerly with 
Associated Farm Papers and Ameri- 
can Legion Monthly, has joined the 
sales promotion department of the 
Texas Co., New York. 


To Broadcast Bee 


Louisville (Ky.) Courier-Journal, 
sponsor of the eighth annual Na- 
tional Spelling Bee at Washington, 
D. C., June 7, 
event over a WABC-Columbia net- 
work. 


Censors Sale Copy 


The United States District Court 
has ordered Morris Goldberg, Louis- 
ville, Ky., to desist from use of 
“entire stock” and “sold by order of 
U. S. Court,” in advertising merchan- 
dise purchased at receiver’s sale. 


“St. Nicholas” Sold 


Kabel Brothers, Mt. Morris, IIL, 
have sold St. Nicholas, juvenile 
paper, to Preston Davis, American 
Education Press, Columbus, O. 


Squibb to Dorland 
Doriand International, New York, 
has been named foreign advertising 
agency for E. R. Squibb & Sons. 
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ADVERTISING AGE 


BEST SMALL COPY 


That was the verdict in the Chicago 
Newspaper Contest. Needham, 
Louis & Brorby is the agency. 


Scandal Sheet 
Helps to ‘Sell’ 
Annual Meeting 


Jamestown, N. Y., June 3.—Acting 
on the theory that conventions have 
to be “sold,” the Jamestown Tele- 
phone Corporation put on a cam- 
paign which resulted in a_record- 
breaking attendance at the 11th an- 
nual meeting of the Up-State Tele- 
phone Association. John H. Wright, 
vice-president, was in charge. 

A “subpoena” was issued to tele- 
phone executives in five states. This 
was followed by a letter written on 
cellophane, warning members that 
the convention would probably be ter- 
rible, but that if they insisted on 
coming, they had better bring their 
golf togs. 

When the convention opened, mem- 
bers were regaled by two editions of 
the “Up-Start Convention News,” is- 
sued in tabloid newspaper format. 
Members were libeled without re- 
straint in both editorial and advertis- 
ing columns. One national advertiser 
was made to say: 

“Recent life tests made by un- 
biased experts in the laboratories of 
a great university conclusively 
proved that our insulation has 50 
per cent shorter life than the worst 
of four competitive drop wires. 

“Our super-bronze is by far the 
poorest drop wire ever made. It has 
none of the three important service 
requirements. And best of all, it 
actually costs more.” 

Both issues of the paper sold for 
ten cents. The extra carrying a sup- 
posed account of the proceedings re- 
ported: “Meeting Ends in Near 
Riot.” 

As a climax, speeches were barred 
at the annual banquet. 


Rosenberg with “Post” 


Louis C. Rosenberg has joined the 
local staff of the New York Evening 
Post. He conducted an advertising 
agency for many years. 


Smith in Brief Visit 


Rae Smith, manager of the Lon- 
don office of J. Walter Thompson Co., 
has sailed for England after a short 


Only One May 
Use Color As 
Mark for Coal 


Washington, D. C., June 3.— 
Though color applied to coal may be 
a valid trade-mark, another color 
applied in the same way is not, the 
Court of Customs and Patent Ap- 
peals ruled in confirming the decision 
of a lower tribunal in favor of the 
Philadelphia & Reading Coal & Iron 
Co., and against the Blackwood Coal 
& Coke Co. 
“It appears to us,” the court said, 
“that neither party has any distinc- 
tive design applied to its coal, be- 
cause it seems clear that by the 
method of spraying which both 
parties use there is no uniformity 
of design whatever, and the spots 
appearing upon one body of coal will 
not be the same as the spots appear- 
ing upon another, applied by the 
same party. 
“Therefore it would seem _ that, 
under the general rule that color 
alone may not be relied upon for 
validity, neither of the parties has a 
valid trade-mark. 

“However, for the purpose of this 
case alone, assuming, without decid- 


ing, that colored spots applied to 
coal may be a valid trade-mark, we 
have no hesitation in finding that 
the mark of appellant so nearly re- 
sembles the mark used by appellee, 
both being applied to identical goods, 
as to be likely to cause confusion or 
mistake in the mind of the public 
or to deceive purchasers.” 


Refuse to Review Case 


Washington, D. C., June 3.— The 
Supreme Court of the United States 
has refused to review the determina- 
tion of the Circuit Court of Appeals 
for the Ninth Circuit that the regis- 
tered trade mark “Chicken of the 
Sea” for canned young tuna fish is 
invalid because the word “Chicken” 
is descriptive of the product. 

Holding the registration invalid, 
the lower court also held that it is 
not infringed by other marks for 
tuna fish which include the word 
“Chicken.” 


The Van Camp Sea Food Company 
owns the trade-mark. 


Textile Paper Drops 


Agency Commission 
Melliand Textile Monthly, New 
York, will abandon the agency com- 
mission Jan. 1, 1933. 
The paper will issue a revised card 
effective that date. 


This is how bathing beauties will 

look this summer, if Joseph M. 

Kraus, advertising manager of A. 

Stein & Co., Chicago, has his way. 

The cap is the new “Hairline 
Hickory." 


Gage Is Honored 


Harry L. Gage, a director of the 
Mergenthaler Linotype Co. New 
York, has been elected president of 
the American Institute of Graphic 
Arts. 


Department Store 
and Laundry Tie Up 


Barnes-Manley Laundry and 
Brown-Dunkin Department Store, 
Tulsa, Okla., have developed a tie-up 
by which the former washes one gar- 
ment of each pattern of wash dresses, 
linens and men’s shirts, which are 
then displayed in the store windows 
to demonstrate washability. 

The laundry is given free space in 
the store’s advertising. 


Oklahoma Publishers 
Elect L. M. Nichols 


L. M. Nichols, publisher of the 
Bristow Record, was elected presi- 
dent of the Oklahoma Press Associa- 
tion at Shawnee May 28. 

J. C. Nance is first vice-president; 
N. G. Henthorne, second vice-presi- 
dent; G. W. Archibald Durant, third 
vice-president, and Fred E. Tarman, 
treasurer. Harry B. Rutledge was 
renamed field manager. 


Pleasants Is Author 


The Mystery League will publish 
“The Mark of the Stingaree,” a novel 
by W. Shepard Pleasants, assistant 
advertising manager of New Orleans 
Item. 


Cotton Joins Sharp 


Robert Cotton has joined Ralph W. 
Sharp and Associates, Cleveland, in 


charge of new business. 


FORMER o” NEWSSTAND BUYERS 


Following the rate reduction of True Story last 


Suppose 


THESE 342,000 


had been subscribers?! 


month depending entirely upon desire for the 


NEWSSTAND 


visit to New York headquarters. 


October, an investigation of True Story homes 
was conducted by the William C, Keenan Com- 
pany to determine why the families who had reg- 
ularly purchased True Story in 1931 had dis- 
continued buying the magazine. 

The results of this investigation indicate that 
342,000 (17%) former regular buyers no longer 
buy True Story. They stopped buying True Story 
because of unemployment and lack of purchas- 
ing power or rigid voluntary economy. They are 
no longer willing or able to spend money for a news- 
stand magazine or for any other merchandise which is 
not absolutely necessary for existence. 

These families are out of our market and your 
market too. Stop for a moment and consider 
what would have happened if these 342,000 fam- 
ilies had been subscribers instead of newsstand 
buyers. 

If these 342,000 families had subscribed to 
True Story last year they would still be receiving 
the magazine regularly today even though they 
have no purchasing power and are of no value to 
you as an advertiser. Our rates would have re- 
mained the same. We would be asking advertisers to 
pay for circulation which was good last year but is 
worthless at the present time. 

Briefly, that is the essential difference between 
newsstand and subscription circulation. News- 
stand sale reassembles a market of readers every 


* 


SALE 


magazine, available money and a willingness to 
spend. Families stop buying newsstand maga- 
zines simultaneously with unemployment or cur- 
tailment of expenditures. You pay nothing extra 
for this protection which assures you of reaching 
families who are not only able to buy your mer- 
chandise but are also favorably inclined to spend. 

Subscription circulation is founded on an en- 
tirely different premise. Subscribers buy a magazine 

Sor a long term period ranging from six months to three 
years. During this period they receive the maga- 
zine regularly by mail regardless of reader inter- 
est, buying power, unemployment or voluntary 
economy. 

Subscriber families were buying families when 
the subscription was bought. Jf your advertising ts 
to be profitable in subscription magazines they must con- 
tinue to be buying families. But family finance is a 
fickle thing. Those who buy this month may be 
broke next month. If these families are out of the 
buying market the newsstand magazine elimi- 
nates them for you immediately—subscription 
circulation lacks this flexibility of selection. 

Since 1925 True Story has had—and still has— 
the largest newsstand sale of any magazine at 
any price. But quality is not sacrificed for quantity. 
The True Story Keenan Newsstand Study indi- 
cates that 98% of these True Story newsstand 
readers are gainfully employed. 


* * 


THE POCKET-BOOK EVERY MONTH 
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ADVERTISING AGE 


June 4, 1932 


Advertising Age 
Does Not Accumulate 
in Dusty Piles! 


One of the most brilliant promotion men in the 
publication field recently analyzed the unique 
features which have given ADVERTISING AGE its 
powerful hold on the interest of the national ad- 
vertising field. 


Here’s the way this expert figured it: 


“The very form of ADVERTISING AGE and the 
character of its editorial content make it imperative 
for advertising men to read it at once. 


“It is the type of publication which you can’t 
put away for future leisurely reading. 


“As in the case of the daily newspaper, one 
feels compelled to prowl through it to find out 
what’s going on. There is an element of immediacy 
or urgency which keeps the publication from ac- 
cumulating in dusty piles. 


“I know in my own case I am unable to keep 
any files. My copy is read the day it comes in, 
usually at the luncheon table, and before the day 
is over it has been torn or cut so as to forward in- 
dividual articles to various executives in the or- 
ganization.” 


If you are feeling particularly leisurely, and it 
doesn’t matter just when your sales story gets into 
circulation, you probably don’t need ADVERTISING 
AGE. But if speed and promotion acceleration are 
part of your requirements, here’s a vehicle that 
doesn’t linger on the way! 


Advertising Age 


537 S. Dearborn St. 
Chicago 


Graybar Building 
New York 


BRISTOL TELLS 
STRATEGY THAT 
YIELDS PROFITS 


Harper to Publish New Book 
June 13 


New York, June 3.—Lee H. Bristol, 
vice-president of Bristol-Myers Co., 
president of the Association of Na- 
tional Advertisers, and coiner of 
“distribution director” to bridge the 
gap between production and sales, 
has enlarged on his theory in a new 
book, “Profits in Advance,” to be 
published by Harper & Brothers 
June 13. 

Business success in the future will 
go to those who expend large sums 
in investigating and developing new 
products and new outlets for old 
products, Mr. Bristol will say. 

The outstanding successes of such 
large corporations as General Motors 
and du Pont in developing profitable 
new and allied products are cited as 
inspiration for those who are plod- 
ding along with the same old 
product. 

Mr. Bristol points out how insig- 
nificant by comparison many large 
corporations would be today if they 
had confined themselves to their 
original product. 

A new product is guilty until 
proven innocent, says the writer. The 
research department, the factory, the 
sales department—all must be called 
upon to approve or disapprove it. 

He tells of companies which have 
taken on the manufacture of a new 
product which does not yield direct 
profits, but which creates profits by 
cutting down overhead. 


Bridging Seasonal Gaps 


Its real reason for being is that it 
fills in the gaps when men and ma- 
chines would otherwise be unprofit- 
ably employed. Highly seasonal 
business, says the author, may thus 
add a product which fills in the 
valleys in production and sales. 

Hand in hand with the trend to- 
ward new merchandising ideas must 
go a certain correlation of the work 
of the production and sales managers 
to the point where they are keyed to 
the potentiality of the product. In 
other words, the sales successes will 
be scored by the distribution director 
who will till the acres of diamonds 
untouched by virtue of either lack of 
vision or organization. 

Developing this point, Mr. Bristol 
prophesies that the future will see 
the wane of the purely factory- 
trained and production-minded presi- 
dent and the rise of advertising and 
distribution brains to positions of 
importance greater than is their 
meed today, with a voice on the 
directorates of corporations. 


Perry Agency Adds 
Wade Laboratories 


Wade Laboratories of Florida, 
Klean-All Soap and other products, 
have placed their advertising with 
Perry & Co., Miami, Fla., who will 
use newspapers and magazines in a 
fall campaign. 

The same agency has started a 
campaign for Seaboard Bond & Mort- 
gage Co., and will shortly begin one 
for Hatch Candies, a new chain of 
deluxe stores. Ralph Perry, formerly 
of Dorrance, Sullivan & Co., heads 
the agency. 


“Red Book” on Press 


Hotel Red Book, the annual direc- 
tory of American Hotel Association, 
New York, will be issued in the im- 
mediate future. 

The edition is the fifth under these 
auspices, though the book is 47 years 
old. 


Hugh O’Hare Is Dead 


Hugh O’Hare, 48, vice-president of 
the central division of the Great At- 
lantic and Pacific Tea Co., died at his 
home in Cleveland May 28. He began 
with the company as a clerk in Pitts- 
burgh 26 years ago. 
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ADVERTISING AGE 


MR. KROGER HAS A PIECE OF CAKE 


om 
~~ 
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The founder of Kroger Grocery & Baking Co., Cincinnati, was host 

to 90 friends at a dinner marking the 50th anniversary of the chain. 

Starting as a clerk, Mr. Kroger is now the owner of 4,844 stores in 17 
states. 


$25,000 CONTEST 
PLYMOUTH'S NEW 
BID FOR SALES 


Detroit, Mich., June 3.—Walter P. 
Chrysler will renew his battle for 
the lion’s share of the low price field 
with a sensational $25,000 Plymouth 
prize contest to be announced in 
more than 1,300 newspapers starting 
June 5. 


Floating Power, centroid of all 
Plymouth Motor Corp. advertising in 
1932, will furnish the theme. En- 
trants will be asked to tell, in not 
more than fifty words, “how and 
why Plymouth Floating Power 
makes riding so much smoother and 
more economical.” 


First prize will be $1,000. There 
will be 1,703 awards, the smallest 
being $5. The contest will close 
July 31. 

Competition is restricted to pros- 
pective buyers by a provision that 
only persons of legal driving age 
are eligible. Prospects will be 
brought into showrooms by desig- 
nating Chrysler product dealers as 
the only source of entry blanks, and 
by making it mandatory for the 
dealer to sign the blank before giv- 
ing it to the contestant. Moreover, 
first announcement of winners will 
be made through placards displayed 
in dealer windows. 

The contest blank, itself, is de- 
signed to provide the dealer with a 
stub containing the name and ad- 
dress of each entrant coming to his 
showroom, in addition to the name 
and age of the car he is now driving. 


To Acknowledge Entries 


Reciprocal contact will be made 
between home office and entrant by 
acknowledging the receipt of his en- 
try with a card, a new angle in na- 
tional contests. 

Dealers will tie-in with the promo- 
tion with window displays and co- 
operative direct-mail. Regional 
meetings to acquaint the trade with 
the campaign plans will have been 
held in all key cities by the an- 
nouncement date. The Chrysler 
“Zeigfeld Follies” radio program 
also will include contest continuity 


tisers, Inc., Detroit, is preparing the 
campaign. 

The low priced field accounts for 
nearly 75 per cent of all automotive 
business in normal times. 

One of the latest to make a bid 
for this business is the Hudson Mo- 
tor Co., with announcement of its 
new series of Essex models, a com- 
panion line to the group presented 
at the New York show. 


Specific Copy 
Boosts Sales 
Of Ammunition 


East Alton, Ill., June 3.—‘Putting 
Old Man Specific back in the saddle” 
doubled inquiries for the Western 
Cartridge Co., Edwin D. Weber, ad- 
vertising manager, finds. 

The company’s 1932 copy features 
ammunition for specific kinds of 
game during the open season on that 
game. It runs in mediums reach- 
ing sections where the game abounds. 

The new plan was developed from 
information provided by the U. S. 
Biological Survey Department and 
numerous state fish and game de- 
partments. The former gave loca- 
tions of game, while data on open 
seasons was provided by the latter. 

Outdoor publications are the nuc- 
leus of the company’s advertising, 
with farm papers second. A total 
of 55 papers are used. 

One prolific type of copy invites 
the country boy to try his skill 
against a record made by a city 
marksman. A _ booklet, “American 
Big Game Shooting,” is offered for 
any carton top showing trial prac- 
tice. 

Western also improved its .22 cart- 
ridge, “the Ford of ammunition.” 
Velocity was stepped up 22 per cent; 
energy, 25 per cent. D’Arcy Adver- 
tising Company handles the account, 
with National Export Advertising 
Service, New York, in charge of ex- 
port advertising. 


Evanston Experiment 
Adjudged Successful 


Graham Patterson, of Christian 
Herald, who has been general chair- 
man of a campaign in Evanston, IIl., 
in behalf of normal spending. re- 
ported the campaign resulted in over 
5,000 pledges for more than $1,100,- 
000 of expenditures. 

Newspaper advertising will be con- 


during the next two months. Adver- 


Heads Industrial Group 


F, O. Wyse, Bucyrus-Erie Co., has 
been re-elected president of the Mil- 
waukee Association of Industrial 
Advertisers. 

L. P. Niessen, Cutler-Hammer, Inc., 
was named vice-president, and L. F. 
Keely, secretary-treasurer. R. C. Frei- 
tag, Sterling Motor Truck Co., was 
elected a director. 


Advance Miss Fillebrown 


A. Louise Fillebrown, who has been 
advertising manager of Wallpaper 
Association of the United States, 
New York, has been appointed ex- 
ecutive secretary, effective July 1. 


Los Angeles Elects 
Maguire and Lyman 

Charles F. Maguire, advertising 
manager of the Herald-Express, has 
been elected president of the Adver- 
tising Club of Los Angeles to suc- 
ceed C. J. Elsasser. Other officers: 

First vice-president, Clarence A. 
Lyman, Security-First National Bank 
of Los Angeles; second vice-presi- 
dent, Ralph L. Garnier, Garnier En- 
graving Co.; secretary-treasurer, Ray- 
mond I. Tennant, California Bank. 

New directors are H. Lewis 
Haynes, Haynes Corp.; Guy T. Bur- 
rows, Burrows, Inc., and H. C. New- 
ton, architect. 


Miss Gibbons Takes 
Command at Buffalo 


Elizabeth Gibbons has been elected 
president of the Buffalo League of 
Advertising Women. 

Irene J. McKown is vice-president; 
Irene L. Hummell, corresponding sec- 
retary; Frances G. Rew, treasurer, 
and Anna M. Mandel, recording sec- 
retary. 


Miss Connor Hostess 


Emily E. Connor, Marchbanks 
Press, has been appointed chairman 
of the League of Advertising Women 
of New York in charge of A. F. A. 
convention activities. 


JACKSONVILLE 


FLORIDA 


BU il 


PLYMOUTH 
CHRYSLER 
WRIGLEY 
c & 


CHEVROLET 
AMERICAN TOBACCO CO. 


GRAPE NUT FLAKES 


to the list below of national advertisers who, since 


Jan. first, 1932, have contracted for poster advertising 


space on the new Packer plant in Jacksonville ... 


UNITED STATES TIRES 
GULF REFINING CO. 
TARGET TOBACCO CO. 
QUAKER OATS CO. 
DODGE BROTHERS 
COCA COLA 
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W. A. SHANDS, Vice President and 


PPACHCE EE 


FLORIDA, 


General Manager 


INC. 
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June 4, 1932 


Lynch President of 


Manz Corporation 


V. R. Lynch, who has been execu- 
tive vice-president and general man- 
ager of Manz Corp., Chicago, has 
been elected president, succeeding 
F. D. Montgomery, who becomes 
chairman of the executive committee. 

Though the company is 65 years 
old, Mr. Lynch is only its fourth 
president. 


Pick Paris & Peart 


Oldmill Paper Products Corp., 
Long Island City, N. Y., paper cups 
and dishes, has appointed Paris & 
Peart, New York. Magazines and 
newspapers will be used in a na- 
tional campaign. 


& 
PHOTO ENGRAVING 


organization can save you a 
lot of bother and worry be- 
cause our salesmen do not 
ask the same question twice 
(they know their business) , 
and they are noted for their 


courteous brevity. 


4 


JAHN & OLLIER 


ENGRAVING CO. 
819 W. Washington Blvd. 
Tel. MON7vve 7080 


-- Soing 
places! 
i i 


years The Des Moines 
Sunday Register has 
gained an average of 
practically 1,000 new 
subscribers a month! 


217.418 ABC 


“$ Moving. ... 


into town for the summer 
when the family goes 
away? Then consider The 
Winthrop, the hotel that 
advertising men find so 
convenient. 

Furnished suites of from 
one to four rooms by the 
day, month, or year. Serv- 
ing pantries, frigidaire and 
large closets with every 
suite. 

* 


Under Roger Smith 
Preferred Management 


Hotel Winthrop 


47th and Lexington Ave., 


New York 


Tel. WIckersham 2-1400 


29 QUINCY ST CHICAGO 
HARRISON 32GD 


CARTER TELLS 
HOW WOMEN CAN 
BE SUCCESSFUL 


Finds Them More Loyal Than 
Most Males 


St. Louis, Mo., June 3—Women 
are more loyal than men, if a sur- 
vey made by Sidney E. Carter, adver- 
tising manager, Rice-Stix Dry Goods 
Company, tells the truth. 

Mr. Carter got his facts by asking 
$4 executives, in and out of the ad- 
vertising field, to give him their 
opinions of women in business 

The only one who contributed no 
light was W. A. Pickerell, of Klines, 
Ine., St. Louis. In reply to the 
questions, Mr. Pickerell sent Mr. 
Carter a bulky book, entitled, “What 
I Know About Women.” The book 
turned out to be blank. 

Mr. Carter is planning to issue his 
findings in book form. 

His correspondents believe that 
spirit and attitude, including ambi- 
tion, are primary requisites. One 
business man said women are too 
sensitive to make outstanding suc- 
cesses. 

Courtesy and cheerfulness were 
stressed by the next largest number. 
Ability to sell one’s self in daily 
contact was next in order. Ability 
to work with others is regarded as 
an asset. 

Personality came next. “Women 
need not become masculine to 
achieve force,” commented one busi- 
ness man. 

“Grace, grit and gumption,” was a 
Government official’s summary of the 
attributes that make a pleasing per- 
sonality. 

The survey developed the informa- 
tion that few men object to the use 
of cosmetics, when judiciously ap- 
plied. 

Sex appeal was mentioned by more 
than one. An advertising manager 
advised women to “accentuate, but do 
not parade your natural charm.” 


Respond to Praise 


On the score of loyalty, the major- 
ity agreed that most women react 
spontaneously to praise for good 
work. They are more likely to per- 
sonalize their loyalty, devoting it to 
a man, rather than the institution, 
however. 

Among those contributing to Mr. 
Carter’s symposium were Steve Kel- 
ton, assistant business manager, 
Houston Chronicle; T. K. Leinbach, 
sales manager, Narrow Fabric Co.; 
Allyn B. McIntire, vice-president, 
Pepperell Mfg. Co.; E. H. McRey- 
nolds, advertising manager, Missouri 
Pacific Lines; Harry G. Moock, 
Chrysler Corp.; Geo. S. Stroud, B. 
Kuppenheimer Co.; Lee M. Hartwell, 
National Typographers; Herbert O. 
Ross, Ross-Gould Co.; and the fol- 
lowing women: 

Adelaide Hazeltine Jones. adver- 
tising manager, Scruggs, Vandervort, 
Barney store; Mrs. Christine Fred- 
erick, Applecroft Experiment Sta- 
tion; Beatrice M. Bates, stylist, Du- 
luth Glass Block Co.; Mrs. Mabel 
Cox, training director, Korrick’s De- 
partment Store; Ann Morton, adver- 
tising manager, Zahn Department 
Store; Norma Schultz, fashion edi- 
tor, Retailers’ Market News; Hazel 
Ludwig, D’Arcy Advertising Co., and 
others. 


Agency Is Expanding 

Reginald D’Auby, who came from 
Marshall Field & Co., Chicago; W. R. 
Greenlaw, who was with F. Wallis 
Armstrong Co., Philadelphia; and 
Lester Lear, former publisher of the 
Gallipolis (O.) Journal, have joined 
Hampton, Weeks & Marston, Inc., 
New York agency. 


M.A. S. A. Fixes Dates 


Mail Advertising Service Associa- 
tion has announced its 1932 conven- 
tion for Oct. 2-4 at the Hotel Penn- 
sylvania, New York. 


FOUNTAIN PEN MANUFACTURER STUDIES FAMOUS HANDS 


F. D. Waterman, president of L. E. Waterman Co., New York, added to his prestige by go 


this collection of hands, sculptured by Helen Liedloff. The hands of Bobby Jones, Amelia Earhart, 
Vincent Richards and others are shown. The exhibit will go on tour until the Century of Progress 


Exposition. 


Frank Presbrey Co. is the agency. 


Coming 
Conventions 


June 6-9. International Associa- 
tion of Display Men in Chicago. 

June 18-19. Spring meeting Asso- 
ciated Business Papers, Inc., at Buck- 
wood Inn, Shawnee-on-Delaware, Pa. 

June 19-23. Annual convention 
Advertising Federation of America 
and affiliated organizations at the 
Waldorf-Astoria, New York. 

June 20-23. Exposition of Display 
Equipment Manufacturers of U. S. at 
Hotel Sherman, Chicago. 

July 5-9. Annual meeting Pacific 
Advertising Clubs Association at Van- 
couver, B. C. 


July 7-9. Second annual conven- 
tion Advertising Distributors of 
America at Hotel Stevens, Chicago. 


July 18-20. Annual convention 
Southern Newspaper Publishers As- 
sociation at Asheville, N. C. 

July 19-21. Annual meeting Na- 
tional Editorial Assn. starts at San 
Francisco, then moving to Los An- 
geles. 


Aug. 1-5. Annual convention 
O-M-I Photographers’ Assn. at Cedar 
Point, O. 

Ang. 11-13. Annual convention 
Associated Sign Contractors of North 
America at Indianapolis. 

Sept. 12-15. Annual convention of 
Financial Advertisers’ Assn. at Con. 
gress Hotel, Chicago. 

Sept. 26-29. Advertising Specialty 
National Assn. at New York. 

Oct. 2-4. Annual convention Mail 
Advertising Service Assn. at Hotel 
Pennsylvania, New York. “ 

Oct. 5-7. Annual conference Direct 
Mail Advertising Assn. at Hotel 
Pennsylvania, New York. 

Oct. 20-21. Annual meeting Audit 
Bureau of Circulations in Chicago. 

Oct. 27-29. Annual meeting, Tenth 
District, A. F. A. at Austin, Texas 

Nov. 14-16. Annual meeting Na- 
tional Assn. of Broadcasters at St. 
Louis. 


Faber to Croot 
Eberhard Faber, New Yorker, 
makers of Mogul Pencils, has ap- 
pointed the Samuel C. Croot Co., 


Osborne in Four A’s 


Maurice M. Osborne, Boston, has 
been elected to membership in 
American Association of Advertising 
Agencies. 


FUTURA TESTS 
BLOOMINGDALE'S 
AS NEW OUTLET 


New York, June 3.—Following a 
successful sales test in Liggett drug 
stores here, Movie Mirror and Love 
Mirror, published by Futura Publi- 
cations, Ine., are being introduced 
at Bloomingdale Bros. Inc., depart- 
ment store, as an experiment with 
this type of outlet. 

Copies of the June number go on 
sale tomorrow, when Helen Morgan, 
Sophie Tucker, and other stage and 
screen personalities will autograph 
copies at the store. 

Founded in October of last year 
to sell exclusively through chain 
stores, Futura magazines will be the 
first of the new popular group, if the 
Bloomingdale trial is successful, to 
go into department stores. 

The front line sales of the maga- 
zines are through the 1,400 syndicate 
stores of J. J. Newberry, J. C. Me- 
Crory, Neisner Brothers, McLellan 
Stores, F. & W. Grand-Silver, and 
G. C. Murphy companies, as well as 
other merchandising outlets. These 
stores have a prior right to exclusive 
distribution of the magazines. 


Drug Store Test 


After permission had been granted 
by these contract holders, the pub- 
lishing house completed arrange- 
ments with the Louis K. Liggett Co. 
for testing the sale of the maga- 
zines in 25 Liggett stores during 
May. The results, according to 
Jerome van Wiseman, of Futura 
Publications, were “very  satisfac- 
tory,” and more Liggett stores will 
carry the magazines during June. 

Bloomingdale Bros., Inc., is a mem- 
ber of Associated Merchandising 
Corp., New York, which acts as a 
buying agent for 18 large depart- 
ment stores in 16 cities. If Movie 
Mirror and Love Mirror go well, the 
publishers hope to extend distribu- 
tion to the other stores in the as- 
sociation. 

During the test, magazines will be 
on sale in 20 different spots in the 
Bloomingdale basement and mid- 
way, and will be displayed on about 
150 special racks hung on the backs 
of cash registers and facing the store 


customers. 


LITHOGRAPHERS 


Specializing 
in WindOWand 


store display 
adverfising 


EINSON 
FREEMAN 
CO., INC. 


NEW YORK, N. Y. 
Starr & Borden Aves. 
Long Island City 


BOSTON, MASS. 


302 Park Square Bldg. 
CHICAGO, ILL. 


Wrigley Building 


uy 


A Complete 
Produetion Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO: 210 S80, Desplaine St. 


and 34 other cities 
RABALALALAALA®» 
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ADVERTISING AGE 


GREYHOUND GETS 
ANOTHER LINE 
TO ADVERTISE 


(Picture on back page) 


Cleveland, O., June 3.—Further ex- 
pansion in advertising of the Grey- 
hound Lines was indicated this week 
when the company absorbed the 
Teche Lines, of New Orleans, operat- 
ing through the Gulf States. The 
name was changed to Teche Grey- 
hound Lines. 

Greyhound Lines are spending 
about $1,000,000 in advertising this 
year, partly in the normal course of 
events, partly in anticipation of the 
Century of Progress in Chicago in 
1933. Greyhound will have exclusive 
rights for the transportation of pas- 
sengers within the Fair grounds. 

It is not only building a country- 
wide reputation for leadership which 
will reach a climax with the Fair. 
but bringing bus transportation to 
the highest pitch it has ever known. 


Develop New Bus 


New buses resembling dachshunds 
have been developed for the Century 
ot Progress. Two will be placed in 
operation in Chicago in the immedi- 
ate future to accommodate those 
wishing a pre-view of the Fair. Sixty 
such units will operate during the 
exposition. Special training courses 
are being given the men who will be 
in charge. 

Of the 1932 appropriation, 75 per 
cent is going into newspapers cover- 
ing the territory served by Grey- 
hound. Magazines get 15 per cent; 
radio, 5 per cent; posters and mis- 
cellaneous, 5 per cent. 

Newspaper advertising is regu- 
lated by special events encouraging 
movement to any city. Ordinarily, 
copy is kept away from travel pages. 

On the magazine list are American 
Magazine, College Humor, Collier's, 
Grade Teacher, The Instructor, Mo- 
tion Picture, Movie Classic, and The 
Saturday Evening Post. J. B. Walker, 
vice-president of the Greyhound 
Management Co., is in charge of 
advertising, which is handled by 
Beaumont & Hohman. 


Gordon Gordon, Ltd. 
Offers New Cosmetics 


Gordon Gordon, Ltd., Chicago, 
Princess Pat cosmetics, will shortly 
introduce Egg-Mask and a new nail 
polish. 

The agency is Critchfield & Co., 
the account executive being Edward 
H. Weiss. 


Curtis Gets Johnson 


Curtiss S. Johnson has resigned as 
vice-president of Silex Co., Hartford, 
Conn., to join the New York office of 
Curtis Publishing Co. He was for- 
mer advertising manager of Manning- 
Bowman Co., Meriden, and also 
served Manternach Co., Hartford 
agency. 


Denver Club Elects 


Wm. E. Bryan, recently commer- 
cial manager KOA, is the new presi- 
dent of the Advertising Club of Ven- 
ver. Morris D. Townsend, news- 
paper representative is  vice-presi- 
dent, and J. L. Jenkins, Bunge-Jen- 
kins, Inc., was re-elected secretary- 
treasurer. 


Cut Talkie Copy 


United Theaters, operating 18 
houses in New Orleans, will discon- 
tinue advertising on Tuesday and 
Thursdays, maintaining its regular 
195-line space the other five days. 


Baldwin Passes Away 

Charles Dunn Baldwin, 68. pub- 
lisher of the Cascade (la.) Pioneer, 
founded by his father, died May 30. 
The paper is now in the hands of 
the third generation. 


Mrs. Thompson Dies 


Mrs. J. Walter Thompson, 81, wife 
of the founder of the J. Walter 
Thompson Company, died at her New 
York home Tuesday. Mr. Thompson 
died in October, 1928, leaving an 
estate of $2,138,503. 


Chalmers, Automobile 


Magnate, Passes on 


Hugh Chalmers, 58, pioneer auto- 
mobile manufacturer and former 
president of the Chalmers-Detroit 
Motor Co., Detroit, died June 2 at 
Beacon, N. Y., en route from Detroit 
to Yonkers. 

He was one of the first to visualize 
the market for low-priced cars when 
he entered the industry in 1907. His 
earlier experience was gained with 
the National Cash Register Co., Day- 
ton, O. 


Buys “Police Gazette” 


A New Yorker, whose name was 
withheld, bought the Police Gazette 
for $545 at a bankruptcy sale in New 
York. He will continue the paper, 
his attorney said. 


COMBINE T0 SELL 
COAL EQUIPMENT 


Trenton, N. J., June 3.—An inter- 
esting co-operative merchandising ex- 
periment has been launched by coal 
dealers of this city through the An- 
thracite Service Corporation, in 
which every dealer is a stockholder 
in proportion to his 1931 sales. 


All sales of equipment are made by 
this company. A heater-cleaning and 
a heater-tending service will be in- 
augurated when coal weather arrives. 
A well-equipped central showroom is 


already open. 

Here, on display side by side, are 
the products of a score of manufac- 
turers, many competitive. The ex 
hibit includes stokers, thermostatic 
controls, hot water heaters and a 
number of other products which have 
been approved by the Anthracite In- 
stitute Laboratory. 

A complete credit bureau has heen 
established, as have instalment sales. 
The central organization also dis- 
counts the paper of any member- 
dealer who wishes to sell on instal- 
ments. 


Atherton Dies Suddenly 


Guy E. Atherton, of Evans-Winter- 
Hebb, Inc., Detroit, died suddenly of 
a heart attack last week. 


Merrill Is Better 


Oliver B. Merrill, of Pictorial Re- 
view, has recovered sufficiently from 
his recent motor accident to be able 
to be moved to his home at Summit, 
N. J. He sustained a broken collar 
bone and several fractured ribs. 


Tyler’s New Field 


After serving Modern Magazines 
and Macfadden Publications, Haan J. 
Tyler has become sales director of 
Broadcast Checking Bureau, Chicago, 
succeeding J. F. Jenkins. 


Transfer Miss Swanik 


Gertrude Swanik has been ap- 
pointed advertising manager of the 
Omaha branch of Sears, Roebuck & 
Co., coming from Lincoln-Grand Is- 
land. 


Tue HospiraL FIELD 


»»--once an important market; 
now aMAJOR market..eecee 


.... Three years ago the hospital field was an 
important market for building materials and 
supplies, elevators, plumbing, heating and air- 
conditioning equipment, acoustical material, 


and a host of other products. 


.... Now it is no longer merely ah important 
market for these products . . . it is a major mar- 
ket. Not because the hospital field is building 
at unprecedented rates; it isn’t. But because 
hospital construction has held up remarkably 
well while industrial construction, home build- 
ing, store and office construction and the rest 
have slumped badly, hospital construction now 
accounts for a bigger slice of the total construc- 


tion dollar than it ever has before. 


. ... Sixty new construction projects reported by 
HOSPITAL MANAGEMENT?’S Daily Bul- 


letin Service in one recent month testify to that. 


.... Yes, markets change. And the wise ad- 


vertiser changes with them. What use to con- 
tinue cultivating markets which have dwindled 
almost to nothingness? What sense to continue 
ignoring markets which were once relatively 
unimportant but are NOW of major propor- 


tions? 


.... Especially is this true when an active, im- 
portant market like the hospital field can be cul- 
tivated intensively with a minimum expenditure 
in one publication—HOSPITAL MANAGE- 
MENT. 


.... Everything the advertiser wants he gets 
in HOSPITAL MANAGEMENT. Thorough, 
complete coverage without waste; the right edi- 
torial background; superior visibility for his ad- 
vertising; complete and thoroughly adequate 
service; and all at rates that mean real 1932 
values. No other market, no other medium, 


can do so much for you today. 


HOSPITAL MANAGEMENT 


a practical journal of administration 


537 S. Dearborn St., Chicago 


Graybar Bldg., New York 


Oe 
The only hospital publication member both A. B. C. and A. B. P. 
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ADVERTISING AGE 


12 


June 4, 1932 


PHOTOGRAPHIC REVIEW OF TH EEK 


FIVE HUNDRED WITNESS SINCLAIR 
BROADCAST 3 


Sinclair Oil & Refining Co. invited the public to come to 

the N. B. C. studios to see how its minstrel show is broad- 

cast, but it was unprepared for wholesale acceptance. 

About 20,000 applications have been received and after 

these have been filled no more will be accepted. Federal 

Advertising Agency is in charge. Photo by Kaufmann 
& Fabry. 


“ABRASIVE AGAINST STEEL" 


This photograph used by the Norton Co. was entered in the business 
paper class in the exhibit held by "Printed Salesmanship," Chicago. 
It was made by Myron N. Conger, of the Norton staff. 


Hedrich-Blessing Studio's work for Indiana Limestone Co. won third prize in the rotogravure class in 


the exhibit held by "Printed Salesmanship" in Chicago last week. Alco Gravure Corp. was the agency. 


NEW GREYHOUND BUS LOOKS LIKE A DACHSHUND 


Here is one of the motor buses which Greyhound Lines will put into service in Chicago for the Century 
of Progress. Each has a seating capacity of 90 passengers. Each unit consists of a motor 
truck coupled to a peeieny designed passenger trailer. The seats will be arranged lengthwise and 


the buses will be gaily embellished. They will cover a 3!/2-mile route within the exposition grounds. 
(Story on Page ft) 
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